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	 In	2018,	 one	broadcaster	 in	Thailand,	MCOT,	



























































(Boyd,	 2011).	 Senft	 (2013)	 suggests	 that	 the	
term	micro-celebrity	 is	 an	ordinary	person	with	an	



















of	 this,	micro-celebrities	are	more	 likely	 to	have	a	
larger	impact	on	the	opinions	of	their	followers	than	
a	traditional	celebrity	would.

















who	 believes	 that	 this	 closeness	 creates	 a	 bond	 
between	two	or	more	people	that	may	be	temporary	























that	 using	micro-celebrities	 as	part	 of	 a	marketing	
campaign	is	crucial	in	today’s	climate.	
	 In	terms	of	media	enterprises,	micro-celebrities	 
























means	 of	maintaining	 this	 status	 (Couldry,	 2004).	





distance.	 Hearn	 (2008)	 further	 explains	 that	 this	





















The Performance of Distinction
	 The	performance	of	distinction	can	be	explained	




through	 an	 individual’s	 taste	 and	 that	 pleasures	 
result	from	specific	stimulus.	Therefore,	to	understand	 


















	 Bordieu	 (1984)	 states	 that	 when	 examining	
cultural	capital	creation,	 it	 is	necessary	 to	address	
the	importance	of	time	investment	and	essence	of	
training.	Holt	(1998)	further	adds	that	cultural	capital	
can	 be	 the	 foundation	 for	 preferences	 and	 taste.	
















	 Micro-celebrification	 highlights	 the	 importance	
of	cultural	capital	when	relating	to	taste.	Despite	all	
individuals	experiencing	cultural	capital,	it	is	especially	









	 Bourdieu	 (1984)	 shows	 that	 cultural	 capital	

















Micro-celebrification and Implications for 
medias in Thailand
	 Thailand	has	been	regarded	as	one	of	celebrity- 
centric	 countries	 since	 Thai	 consumer	 believes	 in	
endorsement	 and	 recommendation	 from	 celebrities	
(de	Mooji,	2014).	Although	traditional	celebrities	have	
not	 lost	 their	 influences,	 there	 is	 no	 improvement	
in	 their	 power	 together	 with	 the	 trend	 that	 Thai	 




























The	 term	 ‘homogeneity’	 refers	 to	 the	 connection	
between	consumption	preferences	and	patterns	and	
‘homology’	 refers	 to	class	and	community	creation	
(Bourdieu,	 1984;	 Sintas	 and	 Álvarez,	 2004).	 This	


















the	 field	 and	 form	 habits	 within	 the	 field	 itself.	 
In	order	to	maintain	their	role	and	rank	in	the	field,	






an	 influencer	 whom	 they	 perceive	 as	 being	 real,	
knowledgeable,	 and	 easily	 accessed	 or	 interacted,	
rather	than	a	distant	one.		Moreover,	since	internet	
plays	an	essential	component	of	viral	media	through	
the	 use	 of	 social	 media	 (Goyette	 et	 al.,	 2010),	 
electronic-word-of-mouth	has	usually	associated	with	
viral	media	which	enhance	the	opportunity	to	spread	
















	 Example	 of	 Thai	 micro-celebrity	 is	 Cee.	 Cee	
was	know	as	IT	Princess	by	Thai	media	due	to	her	


















rather	made	enormous	 impacts	 on	 consumers	 and	
become	a	viable	tool	for	achieving	and	 influencing	
large	audiences.	This	is	since	the	need	for	connectivity	 
is	 intertwined	 into	 the	daily	 lives	of	consumers	 in	
which	the	use	social	media	can	steer	such	need	in	a	
micro	level.	To	clarify,	Cee	has	generated	her	online	
















widely	 attention,	 leading	 him	 to	 create	 his	 own	 









































from	 their	 culture	 (Tiwsakul	 and	 Hackley,	 2006).	

























































in	 a	way	 that	 it	 keeps	 relationships	 in	mind	with	
audiences	and	makes	it	difficult	for	them	to	switch	
to	other	channel.	
	 Lastly,	 problems	 surroundings	 hard	 core	 tie-in	
and	 sales	 in	media	 content	 can	 be	 solved.	Using	
micro-celebrity	can	help	media	companies	to	balance	
the	needs	between	sponsored	content	and	creativity.	
Media	 companies	 can	 integrate	 micro-celebrity	 as	






Rather	 than	 pushing	 hard	 sales	 to	 the	 audiences,	
micro-celebrities	are	likely	to	find	the	way	to	educate	 










contribute	 the	 biggest	 influencer	 for	 their	 specific	 
audiences	based	within	the	wider	market.	Accordingly,	
understanding	what	underlies	micro-celebritication	helps	
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